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01 PURPOSE - 

BECAUSE THE WHY SHOULD 
COME BEFORE THE WHAT 
AND THE HOW 


This handbook explains the why, what, how and when of TRUE 
AIM. 

This handbook can be used in any way that you find useful - 
as an introduction to TRUE AIM, as a guide to using TRUE 
AIM, or as an aid to explaining TRUE AIM to team members 
or clients. 

You can start at the beginning of this handbook and read to 
the end, or you can go to a section that looks interesting or 
useful. It's your resource to be used in the way that you find 
best. 

If you have any questions about TRUE AIM or want help with 
a TRUE AIM, please ask either Graham or Lizzie. 

If you have any feedback, please email Graham. 
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02 DEFINITIONS- 

DON'T LET WORDS GET IN 
THE WAY OF A GOOD STORY 


We don't all use words and terms in the same way. This can 
be charming. And interesting. It can also lead to confusion. 

What follows is an initial list of definitions for terms that are 
either used in True Aim, or you are likely to encounter when 
working on True Aim. 

Often such definitions would be placed in an appendix at the 
end of a book like this, but we've put them up front because 
even if you're using the same word or term as someone else, 
it's important that you're using the word or term in the same 
way. 
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BUSINESS OBJECTIVE 


factual, measurable, timebound. 
Not 'subjective'. 


BUSINESS OBJECTIVE 


specific, quantified (so measurable), time-bound. 


BUSINESS OBJECTIVE 


applies to and involves every aspect 
of the business (hence the name). 


BUSINESS OBJECTIVE 


a business objective will often have direct impact on what we 
do, and may be the reason that a project is initiated. In most 
cases, what we do will have an indirect impact on a business 
objective. Sometimes it will have a direct impact. 

BUSINESS OBJECTIVE 


example - increase net profit of the frequent flyer program by 
8% in the year ending 31 December 2020. 
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MARKETING OBJECTIVE 

-v- 


applies to the 'market' of the business - essentially the range 
of services/products of a business and how they're communi¬ 
cated and sold to a specific group of people in specific envi¬ 
ronments/channels. Marketing covers brand identity, advertis¬ 
ing, public relations, social media, partner relations, promo¬ 
tions, experiential, retail display, shopper-engagement and 
commerce/e-commerce, CRM, experience, research, data, 

etc. 

MARKETING OBJECTIVE 


a marketing objective should come out of 
a business objective. 


MARKETING OBJECTIVE 

-▼- 

factual, measurable, timebound. 

Not 'subjective'. 


MARKETING OBJECTIVE 


identifies the product or service to which it applies, 
and describes the audience. 
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MARKETING OBJECTIVE 


in a world where, for instance, e-commerce is not clearly 
differentiated from communication, a marketing objective will 
frequently be what the client comes to us with. We will need 
to either reframe this objective in terms of the services we 
provide or co-opt additional expertise in the form of partner 
agencies or individuals to achieve the objective. We need to 
remember that clients want solutions and agency groups are 
now providing bundled service solutions. Even if we're not 
called on to achieve a marketing objective, there is likely to be 
a marketing objective that has a direct impact on the work we 
do, and may be the reason that a project or campaign is 
initiated. In most cases, the work we do will contribute direct¬ 
ly to the achievement of a marketing objective, even if we 
don't have responsibility for all aspects associated with its 
success - e.g. retail environment, distribution... 


MARKETING OBJECTIVE 


example - achieve a net increase of 25,000 members of the 
frequent flyer program (based on membership as at 1 January 
2020) through reducing attrition and recruiting new mem¬ 
bers, within the BAU (business as usual) budget, by 31 
December 2020. 
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COMMUNICATION 

-▼- 

factual, measurable and timebound. Not 'subjective' 


COMMUNICATION OBJECTIVE 

-▼- 


Traditionally, a communication objective would refer to a 
particular communication discipline - but just as we no longer 
speak of above and below the line advertising, so the boundar¬ 
ies are coming down between disciplines and increasingly we 
are being engaged on tasks that have a marketing rather than 
a communication objective, except in specialist areas such as 
financial PR, corporate PR, crisis management etc. 


COMMUNICATION OBJECTIVE 

-▼- 


a communication objective comes from a marketing objective, 
and it may have an indirect or direct impact on a business 
objective. In some cases, a communication objective may 
have a direct impact on the business beyond marketing or 
business objectives - crisis management and corporate social 
responsibility being examples of this. 
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COMMUNICATION OBJECTIVE 


what is called a communication objective 
is often actually a marketing objective. 


COMMUNICATION OBJECTIVE 

-▼- 


example - create an EDM retention campaign for frequent 
flyer program members who are due to lose membership in 
the following three months that will reduce churn by 50% 
before 31 December 2020.100,000 frequent flyer points are 
available as incentives every quarter. To be delivered within 
the current e-newsletter budget. 
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OUTCOME - 

OUTPUT - 

CHALLENGE - 


what the client wants to achieve, i.e. 
success (this should be measur¬ 
able). 

what the agency needs to produce 
(the executions and media etc). 

the main factor that is currently 
preventing the target audience from 
doing what we want them to do, and 
which we need to overcome. 
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BRAND - 

The perception and experience a 
person has of an organisation's 
product(s) and service(s) both 
directly (through use and communi¬ 
cation) and indirectly (through 
reputation and the opinion of 
others). A brand involves reason and 
emotion. 

PSYCHOGRAPHIC - 

description of members of a target 
audience in terms of their 
attitudes, aspirations, behaviours 
etc. 

DEMOGRAPHIC - 

description of members of a target 
audience in terms of their 
sex, age, education, income, ethnic 
origin, etc. 
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03 AIM NOT BRIEF 


Many agencies brief, we aim. Others have a form, we have a 
formula. A formula called True Aim that enables us to point in 
the right direction, to solve the challenge that needs solving, to 
achieve the objective of the client and the ambition of the 
agency to Be Bold, Stay True. 
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TRUE AIM 


CLIENT: 

JOB NO: 

TRUE ACCORDING TO: 


BUDGET: DATE OF PRESENTATION: 

DATE OF BRIEF: DATE OF LAUNCH: 

□ CLIENT □ CLIENT SERVICE □ PLANNING □ SOCIAL/DIGITAL □ CREATIVE 


TRUE AIM CONTAINS THE 10 DIMENSIONS OF TRUE REQUIRED TO INITIATE A SUCCESSFUL CAMPAIGN OR PROGRAM THAT SATISFIES 
THE BUSINESS OBJECTIVES OF THE CLIENT AND MOTIVATES US TO BE BOLD, STAY TRUE, FOR ROI MUST BE RETURN ON INSPIRATION 
AND RETURN ON INVESTMENT. 

TRUE AIM CONSTITUTES THE DRAFT STRATEGY, WHICH WILL BE BROUGHT TO LIFE WITH THE TRUE IDEA AND TURNED INTO REALITY 
WITH A CHANNEL/ENGAGEMENT PLAN. 

TRUE AIM IS THE INITIAL AGREEMENT BETWEEN AGENCY AND CLIENT AND CONTAINS THE CRITERIA BY WHICH THE TRUE STRATEGY, 
TRUE IDEA AND ASSOCIATED WORK SHOULD BE ASSESSED INTERNALLY AND EXTERNALLY. 


01. TRUE SUCCESS: 


02. TRUE INSIGHT: = 


03. TRUE AUDIENCE: S 


04. TRUE BEHAVIOUR: 


05. TRUE CHALLENGE: w «, 


06. TRUE REASON: 


07. TRUE ENVIRONMENT: 


08. TRUE RULES: SK2 


09. TRUE BRAND: SC 


10. TRUE INSPIRATION: 
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EVERY JOB AND PROPOSAL 
SHOULD BEGIN WITH TRUE AIM 


Think of TRUE AIM as a step-by-step guide. You can even use 
it as a set of questions for the client. Note down the answers, 
then go over them, clarifying anything that is unclear and filling 
in any gaps. True Aim can also provide the format for an 
agency brainstorm. 
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TRUE AIM 

= SUCCESS 


TRUE AIM contains the 10 dimensions of true required to 
initiate a successful campaign or program that satisfies 
the business objectives of the client and motivates us to be 
bold, stay true, for roi must be return on inspiration and return 
on investment. 
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TRUE AIM 

= STRATEGY 


TRUE AIM constitutes the draft strategy, which will be brought 
to life with the true idea and turned into reality with 
a channel/engagement plan. 

True Aim can provide the structure for a presentation. 

In other words, like True Aim, a presentation can start with 
True Success and proceed from there. There are exceptions to 
this, such as when we haven't presented credentials, but in 
general,clients want to hear us talk about our solutions for 
them, not talk about ourselves. 


15 



TRUE 

AIM 

HANDBOOK 


TRUE AIM 

= AGREEMENT 


TRUE AIM is the initial agreement between agency and client 
and contaisn the criteria by which the true strategy, true idea 
and associated work should be assessed internally and 
externally. 
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TRUE AIM 

= 10-POINT FORMULA 


True Aim is the 10 point formula forwhat, where, when, who, 
why, wow. Most assignments and every proposal should begin 
with True Aim. 

TRUE AIM is a formula not a form, it tells us what we need to 
know and therefore what we need to ask the client. Once 
completed, true aim provides the springboard for the true idea 
and the basis for the full strategy and media/engagement plan. 
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TRUE AIM 

= AGREEMENT 


TRUE AIM is the initial agreement between agency and client 
and contaisn the criteria by which the true strategy, true idea 
and associated work should be assessed internally and exter¬ 
nally. 

Between agency and client. 

Between different members of the agency team. 
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($TRUE SUCCESS 


How would you describe success? 

Describe this in a way that satisfies the marketing or commu¬ 
nication objectives (you need to know these) and lives up to 
'be bold, 
stay true.' 

Start with success, don't lead up to it. You don't go on a jour¬ 
ney by choosing your airline - you choose your destination and 
then sort out the airline, timing and accommodation. Or to put 
it another way, we're taxi drivers. The client tells us the desti¬ 
nation and we work out the best route to get there. 


TRUE AIM 
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0TRUE INSIGHT 


What is unique to the product or service and/ 
or positively differentiates it from the competition? 

When you're thinking about this, define who/what 
the competition is - it may not be as obvious as you think. 

Too often, agencies and clients assume what the competition 
is by simply identifying the dominant players in the category. 
We must always try to break out of this conventional thinking. 
For instance, 

for charities, competition is not necessarily other charities, but 
other products/services/brands competing for the discretion¬ 
ary dollar. 

If we don't think outside the box here we won't see what's 
coming or is already happening. 

Did phone companies see (the non-phone company) Apple 
coming? Did car companies see (the non-car company) Tesla 
coming? 


TRUE AIM 
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0TRUE AUDIENCE 


Who do we need to motivate? 

1. demographics - age, sex, socio-economic 

2. psychographics - what's important 
to him/her, what challenges does he/ 
she face in life, who influences his/ 
her decision-making 

Draw your audience as a real person, an individual. And then 

imagine her or his life. Write a story about that person, as an 

individual, a social being, 

an employee, a shopper, a consumer, a mother, 

a child, a sports fan, a lover of a particular style of music... 

Pictures and videos can help to conveying the target audience 
to colleagues or a client. 
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® TRUE BEHAVIOUR 


What do we need people in the audience to do 
in order to achieve success? 

remember, in order for people to do what 
we want them to do, they will probably 
have to stop doing something else. 

Focus on what we need to stimulate people to do, not what we 
need to say. But make sure you go beyond high-level actions 
such as 'buy more of our products'. Remember to think in 
terms of the target audience. 
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0TRUE CHALLENGE 


What is the challenge we need to overcome in order to get 
people in the audience to do what we need them to do? 

For instance, this could be lack of awareness, 
lack of availability of product/service, 
current preference for another product/service, 
reputation issue, image issue... 

Think of this in terms of 'competition' as you've defined it 
above. 

Identifying the problem is actually more important than its 
solution. And it's the first creative exercise. Often we offer the 
solution before finding the problem. Sometimes we identify 
the wrong problem, then try to solve it. 


TRUE AIM 
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&TRUE REASON 


How can the product/service insight 
be used to motivate people in the audience 
to change their behaviour and act 
in the way we want them to? 
remember, true reason may actually 
be true unreason. 

Here we're looking for the 'why' - the driver for people to do 
something. Remember, it has to be the 'why' of the target 
audience (for instance, it may be associated with desire, 
jealousy, greed, ambition, love, hunger, belonging, respect, 
status, fear of missing out, conscience...), not the 'why' of the 
client. 

We're emotional beings. This is true whether we're communi¬ 
cating to a consumer, a shopper, an employee, a business... 
Think of the target audience and try to identify motivators, 
inhibitors, triggers... 
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($TRUE ENVIRONMENT 


How do we reach people 

In the audience at the right time and 

In the right place/media? 

Identify the usual suspects of media and then think how we 
can turn these into experiences. Then go back to the 'life' of 
your audience and try to think of media in a new way in terms 
of what influences them, where they go, who they go with... 
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($TRUE RULES 


What must we do and what must we not do? 

This could involve specific media 
That we need to use, specific messaging 
That we need to include, client views 
That we need to consider 

Make sure you do this thoroughly. Too often things come 
undone when we finish what we're doing and discover that 
something is not allowed, or a key message hasn't been includ¬ 
ed. Don't assume anything. 
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0TRUE BRAND 


What does the team need to know about 
the brand in terms of its purpose, 
visual identity and way of communicating? 

Are brand guidelines available? 

If you don't have brand guidelines, this means one of two 
things - you're missing something that's 
important, or there's an opportunity to be involved in creating 
them. Brand guidelines often mean just 'visual guidelines', so 
perhaps you can develop complementary 'verbal guidelines'. 
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®TRUE INSPIRATION: 


Imagine if we could... 

Here is where you can provide a series of 
'thought starters'. 

Remember, these thought starters should be 
the springboard for work that lives up 
to 'be bold, stay true.' 

True Aim isn't preparing material for creative, true aim is 
creative. First, in identifying the true challenge - which is itself 
a creative act. And second, in providing the opportunity to 
inspire the solution. Once you have True Aim ready and signed 
it's time to brief. Brief in person, and somewhere interesting 
and inspiring if it's an important task. 
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Q&A 


I don't have time for True Aim. Can I just send an email with 
the information? 

True Aim is designed to make the development process as 
effective (right) and efficient (no time wasted) as possible. 
For instance, if you write an email, how do you know that 
you've included all the relevant information and identified the 
real challenge to be overcome? And how do you know 
that the client has agreed to your approach? 

Without True Aim we can end up using creative work to 
define strategy (and that could mean multiple rounds). 


If know my client and the job really well, do I need True Aim? 

There's a saying 'to a hammer, every problem is a nail'. 

While it's great to have deep knowledge of a client and a task, 
sometimes this can lead us simply to do what we've done 
before, or what the conventions of the category dictate. 

Take the time to complete True Aim and as you're doing so, 
examine your assumptions, try to think differently than you 
have before, provide alternatives to 
what your experience is telling you. 
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The client knows what she wants us to produce, shouldn't we 
just do that? 

When starting out on a task, clients and agencies often get 
caught up in the detail and executions or what they've done in 
the past and assume that this will be successful, without even 
having identified what success means. Remember, success is 
generally an 'outcome', what we need to achieve, not an 
'output', what we need to produce. Try to steer the conversa¬ 
tion to what success looks like, then discuss whether the 
execution will achieve that. Of course, if the client is clear that 
she wants us to produce a specific output, and the measure of 
success is based only the quality of that output, then we can 
get on with the task. 


How can I use True Aim other than as a form to be filled in? 

True Aim can be used by a client service person as a set of 
questions to ask the client. True Aim can provide the format 
for an agency brainstorm, especially to fill in areas that the 
client doesn't know. True Aim should be used as the rule by 
which work is assessed inside the agency, and with the client. 
True aim can also provide the structure for a presentation. 
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Is true aim the responsibility of a single person or a group? 

One person should take ownership of True Aim in each case. 
This could be a client service person or a strategic planner. The 
person responsible for True Aim should involve others. Ideally, 
the True Aim involves and is signed-off by the client. 

Ownership doesn't mean working in isolation. Get different 
people involved to get different points of view that will help 
break the conventions of the category. 


Where do I start with True Aim? 

Think of True Aim as a step-by-step guide, just start at 1 and 
go to 10. You can even use it as a set of questions for the client. 
Note down the answers then go over them, clarifying anything 
that is unclear and filling in any gaps. If you have any ques¬ 
tions, or need help at any stage, ask your account director, 
Lizzie or Graham. 
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How long should I spend on True Aim? 

This will vary, depending on your knowledge of the task, the 
availability of information and potentially the availability of the 
client. Please ask for help if you feel you don't have enough 
time for True Aim. 


I have some ideas on how True Aim can be improved, what 
do I do? 

Please discuss them with Graham. 
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06 ROLE PLAYS - 

PRACTICE MAKES PERFECT 


Role plays can be helpful for addressing likely client objections 
and for building confidence. Here are some situations that you 
could work through with colleagues. If you can think of other 
situations, please let Graham know. 


one 


You have a new assignment from a client who tends not to give 
you the information you need at the beginning "Just get going 
on the job and we can fill in the blanks later", and uses the 
work you produce to help her determine what she wants to do. 
This is time-consuming, frustrating and costly for the agency. 
The difference is that you now have True Aim. What will you 
do? 


two 


You have an assignment from a client and you are about to 
brief your colleagues on the task. However, these colleagues 
tend to go their own way and come up with ideas that don't 
meet the client objectives. How could you use True Aim to 
change this? 
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three 


A new client has just called with an assignment. The client is 
very prescriptive as to what he wants you to produce, but the 
results he wants don't seem possible. How would you use True 
Aim to negotiate a solution that will work for the client and the 
agency? 


four 


You have an assignment from a client, but your senior 
colleague, who knows the client and the assignment well, is 
heading off on a jungle expedition in two days' time and will be 
out of touch for the duration of the assignment. How could you 
use True Aim to help you complete the assignment successful¬ 
ly? 


five 


A client is briefing you on a new assignment. He is using the 
term 'communication objectives' but these are actually 'busi¬ 
ness objectives'. The agency will be assessed on meeting 
these objectives. How would you use True Aim to come to a 
satisfactory agreement? 
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You have a new assignment and are about to hold a brainstorm 
with your colleagues. However, you know that brainstorms 
tend not to be productive, as one person usually dominates the 
conversation and the other people switch off. How could you 
use True Aim to change the way the brainstorm works? 


seven 


A client has given the agency a new task. Your colleagues are 
not motivated to work on it as the client is very subjective 
when assessing ideas. How could you use True Aim to objecti¬ 
fy the process/assessment with the client and motivate your 
colleagues? 
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